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Abstract 
Sustainability has become a crucial issue for consumers, policymakers, and businesses. With the rise of environmental vanguardism, companies face increasing pressure to reduce their ecological footprint, particularly through sustainable packaging. This study examines consumers' willingness to pay the premium for green packaged products in Kwara State, Nigeria, using the Theory of Planned Behaviour (TPB) framework. The research investigates how environmental labelling, reusable packaging, and product safety influence consumer attitudes and purchasing propensity. A stratified random sampling technique was employed to select respondents from the population, involving 384 participants in the study. Data for this research were collected via a self-structured questionnaire to gather key variables addressing the study’s objectives. Structural equation modelling was primarily used for data analysis. The results showed that environmental labelling positively affects consumer willingness and is statistically significant (p < 0.05), although the effect is not particularly strong. While packaging reusability is expected to impact customer willingness negatively, this effect is not statistically significant (p > 0.05). In contrast, product safety exhibits very high positive and statistically significant results; specifically, it significantly influences consumer willingness (p < 0.001), making it a key factor. The study indicates that consumers will likely choose environmentally friendly products if they perceive them as safe and clearly labelled with environmental information. The research recommends that companies explore ways to enhance the convenience of reusable packaging, making it more accessible. This could involve providing easy return systems or incentivising recycling efforts.
Keywords: Green Packaging, Environmental Labelling, Reusability, Product Safety.

INTRODUCTION
In recent years, sustainability has become a pressing issue for consumers, policymakers, and businesses. Increased awareness of environmental issues, primarily through sustainable packaging, is creating mounting pressure on companies to reduce their ecological footprint. Materials used for packaging that are recyclable, biodegradable, and reusable have been identified as crucial for controlling environmental impacts (Shaikh & Shaikh, 2024). Reusing plant-based plastics, compostable films, and containers is often the most significant way to minimise waste and contamination in this context. Under this shift, consumers now pay attention not only to reusing products but also to safety and reliable environmental labelling (Versino et al., 2023). Packaging significantly influences consumer preferences, especially for the younger generation, who are highly mindful of the environment. Elements such as design, shape, labelling, and size are crucial when choosing a brand, making packaging an essential marketing tool. According to Simmonds and Spence (2017), providing a visual and informational platform through packaging helps consumers identify the best products in their class. As noted by Grandi and Cardinali (2025), poor packaging often suggests low-quality products, particularly in consumer-oriented environments like supermarkets, where packaging serves as a substitute for personal sales.
Environmental conservation has gained momentum due to increasing concerns about the depletion of natural resources and environmental pressures from the accumulation of non-degradable waste (Gabriel et al., 2024). Packaging waste, in particular, has been criticised for contributing to solid, liquid, and gaseous pollution while spreading pathogens (Shaikh & Shaikh, 2024). Although issues related to excessive packaging and improper recyclability have been partially addressed, a significant amount of packaging waste continues to litter land and sea; for instance, Europe contributes 40% of rainwater by weight to landfills (Gabriel et al., 2024).
Consumers have become more environmentally aware of their purchasing habits, aligning with the global “green revolution” movement. Many people are prepared to change their consumption practices for environmentally sustainable products, making green packaging one of the essential issues in consumer life choices (Rampalli et al., 2023). This shift has necessitated a review of business packaging decisions, and green packaging has emerged as a key marketing strategy, particularly in industries such as food and beverages.
Coca-Cola, one of the major beverage companies in the world with a strong presence in Kwara State, Nigeria, plans to make its packaging more sustainable. Initiatives are increasing the recyclability of bottles and promoting reusable packaging. However, eco-friendly packaging incurs higher production costs, presenting a strategic dilemma: invest in sustainability, potentially at the expense of losing price competitiveness, or continue with traditional methods at the cost of environmental impact (Tana & Chai, 2023).
Although Coca-Cola is pursuing a sustainable initiative, there is limited empirical information on whether consumers in Kwara State are willing to pay extra for green packaging. This ambiguity hinders broader investment in viable alternatives. Packaging reusability, perceived safety, and environmental labelling remain under-researched in the Nigerian market. Given the challenges related to regional waste management, the necessity for adequate packaging solutions that are both efficient and environmentally friendly is clear.
The study's primary objective is to assess consumer willingness to pay the premium for Coca-Cola products packaged in green in Kwara State. It will examine the impacts of sustainability attributes on consumer willingness, such as packaging reusability, product safety, and environmental labelling. Moreover, it will analyse how demographic factors affect consumer preferences. This research aims to develop data-driven recommendations that enable companies like Coca-Cola to create packaging solutions that account for environmental requirements and adapt to the changing demands of consumers while promoting green marketing goals, responsible consumption, and sensible waste reduction. Considering this premise, the following issues will be discussed as part of the research:
i. To what extent does packaging reusability influence consumer willingness to pay the premium?
ii. How does product safety affect consumer willingness to pay the premium?
iii. Is environmental labelling impacting consumer willingness to pay the premium?


LITERATURE REVIEW
Packaging Reusability
Packaging is the foundation for brand recognition and helps create a more exciting shopping experience for consumers. While packaging plays significant logistical roles, it profoundly impacts consumer perceptions and behaviour, particularly among younger consumers who focus heavily on visible and environmental aspects. According to Andrei (2023), effective packaging helps consumers clearly provide product information and facilitates decision-making during the selection phase.
Reusability is an expanding feature of packaging, driven by increasing environmental consciousness and sustainability targets. Reusable packaging is designed for multiple uses or to be distinctly different, thereby reducing dependence on disposable options and minimising its ecological footprint (Tan et al., 2023). This category includes robust bottles, jars, cartons, and other types of packaging that allow for reuse, either through a return and refill system or as useful household containers. Implementing reusable packaging is highly beneficial. Reusability can be incorporated in packaging in two different ways: without compromising traditional marketing goals and while being eco-friendly. Adhering to reusable packaging system practises reduces waste, ensures the availability of resources, and promotes sustainable practises, as observed by Routray (2022). Businesses that utilise reusable packaging solutions meet regulatory or ethical expectations while catering to an emerging market of consumers who prioritise green purchasing behaviour (Patel, 2023). Furthermore, reusable packaging fosters loyalty and strengthens connections with clients; this becomes more effective when incentives are associated with the return of containers or participation in refill programs (Andrei, 2023). Reusable packaging enhances a brand’s image as socially responsible and environmentally committed, which is increasingly important to consumers.
Investing in reusable packaging for businesses necessitates reevaluating product design, supply chain logistics, and consumer education. While the initial costs may be higher, it offers long-term benefits such as savings on materials, services, customer retention, and differentiation, which will help the business become competitive in a saturated market. Packaging has evolved from its traditional function and is now a strategic marketing and sustainability tool. Reusable packaging exemplifies a visionary cooperation model that aligns business orientation with environmental stewardship.

Product Safety 
Product safety entails guaranteeing that the consumption of the product under everyday situations poses no health hazards (Versino et al., 2023). Product safety is maintained by controlling the entire product lifecycle, from design to manufacture, packaging, labelling, and monitoring post-market to meet existing safety and regulatory requirements. Product safety is crucial for protecting consumers and gaining their trust, just as brand integrity helps to win consumer loyalty (Patel, 2023). Ensuring product safety requires adherence to pertinent health and safety rules while also addressing the growing demand for transparency and ethical practises. Ensuring that products are safe is central to protecting consumer welfare, particularly in areas like the food and beverage, pharmaceuticals, and cosmetics industries. More consumers are considering the ingredients, processes, and types of packaging used in products, especially when they see claims such as “eco-friendly” or “green” on the labels.
In the case of green packaging, product safety assumes increased importance. Packaging materials for eco-friendly items need to be biodegradable or recyclable in nature and should safeguard the contents from contamination, spoilage, or chemical leaching. Experts insist that product safety motivates purchase decisions, primarily among health-conscious and eco-savvy individuals. Proper packaging, especially with good labelling and traceability, enhances a product’s perceived quality while promoting ethical branding (Martina, 2024). It also simplifies the process for brands to meet environmental health and safety regulations, lowering the risk of legal liabilities, product recalls, and reputational ramifications.
Furthermore, product safety is closely linked to sustainable consumption, where consumers are encouraged to choose eco-friendly, safe options for personal and public health (Shimul & Cheah, 2023). This intersection is particularly significant in developing countries, where regulatory enforcement is weaker, and public awareness of product safety issues is relatively limited.
Product safety assurance is vital for maintaining consumer confidence and ensuring the long-term survival of businesses. It is also closely linked to environmental issues, public health, and the business's concern for social responsibility. The obligation and value of information on product safety are essential, serving as a significant asset for business success in today's environmentally sensitive marketplaces.

Environmental Labelling
Greater levels of environmental awareness influence consumers' choices, particularly when selecting eco-friendly products. Based on the research conducted by Agatha (2024), the increased value of environmental awareness among consumers significantly impacts which eco-friendly products are adopted and how they are chosen. Sustainable green products can be linked to shoppers’ understanding of sustainability through environmental labels. Businesses are required to follow environmental road mapping, which includes providing relevant details about green characteristics on the packaging, such as energy efficiency, recyclability, and biodegradability. Environmental labels empower consumers to make informed decisions about product sustainability when purchasing items.
Environmental labels help shoppers distinguish between the environmental strengths of green products and their conventional counterparts. Therefore, they can assess the environmental impact of these products (Kumar et al. 2021). Environmental labels are crucial for monitoring and ensuring compliance with environmental regulations, as well as promoting contributions to sustainable development. Frameworks and standards for environmental labelling have been developed by authorities and organisations worldwide to ensure truthful labelling, minimise greenwashing, and allow consumers to evaluate every product fairly (Nemes et al., 2022). Many emerging economies, such as Nigeria, have fallen behind in adopting environmental labelling because governments, organisations, and individuals have not engaged positively in advancing sustainable practices and environmental conservation. With such labels, consumers have essential environmental knowledge at their disposal, which they use to favour products that are environmentally responsible. Trustworthy environmental information that advocates for their ability to make choices that align with their sustainability preferences. 
Consumers’ willingness to pay extra to use eco-friendly products
Since day one, willingness to pay has been a key marketing feature. Major marketing decisions like pricing allocations, product promotion, and matching product offers all depend on willingness to pay (Pérez & López-Ospina, 2022). Effective pricing strategies are built on a consumer's ability to pay the maximum price for a specific amount of goods or services. As Andrus (2024) noted, willingness to pay is a crucial measure companies may use to make their pricing plans flexible enough to meet customer demand and compete in the market. 
When launching a product into the market, product pricing is quite important. Suphaskuldamrong et al. (2021) found that a flawed pricing approach might reduce investment project outcomes and harm the product's market appeal. Managers should understand the maximum price consumers are willing to pay for the goods to set an appropriate price. Companies can employ a pricing strategy that maximises income and consumer satisfaction (Grandi et al., 2025). Decision-making regarding sustainable products hinges on consumer willingness to pay, which is a key factor. Consumers who are prepared to pay a little extra will likely support green practices when purchasing items (Gomes et al., 2023). This indicates the existence of an environmental market where ecological factors, rather than financial ones, are the primary motivation. However, premium eco-product prices hinder more sustainable development, as shown (Testa et al., 2021). Studies reveal that even at higher prices, consumers who value environmental considerations prefer eco-labeled goods. In the minds of such customers, environmental ideals take precedence over finances, motivating them to pay more to promote sustainability (Hageman et al., 2024). 
It is essential to determine whether consumers will pay extra for ecologically friendly packaging. Green packaging made from biodegradable, recyclable, or reusable materials typically has higher manufacturing expenses. Companies must evaluate the feasibility of the green packaging project by assessing customer readiness to pay more. In this regard, customers' willingness to pay more for green products may influence environmentally conscious purchasing and provide companies with a critical measure of their market relevance.
Underpinning Theory
This study aims to measure the willingness of consumers of Coca-Cola products in Kwara State to pay higher costs for environmentally sustainable containers, based on the Theory of Planned Behaviour (TPB). Rooted in social psychology, the Theory of Planned Behaviour has consistently demonstrated its effectiveness in explaining and predicting various aspects of human behaviour. It offers a comprehensive framework for analysing human behavioural trends (Ajzen, 1991, 2011). Within this theory, behaviour is best studied by examining attitudes, subjective norms, and perceived behavioural control, the latter of which encompasses beliefs, social expectations, and personal efficacy. These elements evaluate the degree to which individuals are inclined to engage in practices related to acquiring green products. Our research aims to investigate the alignment of customer attitudes towards Coca-Cola's sustainable packaging with the tenets of planned behaviour theory. The appeal of eco-friendly products to consumers is driven by their perceptions of sustainable packaging and their readiness to pay more for green products when environmental issues are involved. Studies have shown that the TPB is practically valuable in predicting consumer choices regarding green products, with green packaging being a component of this (Biswas & Roy 2015; Pérez et al., 2019). As previous research has illustrated, this approach effectively addresses consumer behaviour concerning environmentally friendly products across various sectors. Despite the frequent application of the Theory of Planned Behaviour in different contexts, there has been limited research attention focused on its examination in sub-Saharan African food processing. This study, grounded in the Theory of Planned Behaviour, explores the motivations driving individuals in Kwara State to favour eco-friendly packaging when purchasing Coca-Cola products, particularly their willingness to pay a premium. 
Although it has become widely recognized, the theory of planned behaviour can also be successfully applied to the aspect of green packaging in developing countries, including Nigeria, providing a set of novel insights into studying such a topic. We contribute to the accumulated science of green purchasing behaviour. The study expands the horizons of the Theory of Planned Behaviour as applied to Coca-Cola’s sustainable operations in Kwara State. This investigation offers new perspectives from the viewpoint of pricing strategies and highlights the demand for premium green commodities. Additionally, it emphasises the appeal of green packaging to customers who are concerned about environmental issues.
Empirical Review
Agatha (2024) explored consumer interest in paying more for green packaging, which was as important as understanding businesses' sustainability challenges. The methodology used for the study involved surveying 137 participants from various populations to investigate their purchasing behaviours and consumption preferences. The data confirmed that willing consumers are more likely to buy eco-friendly packaging, given some businesses” transitions in their approach to marketing these preferences. The findings indicate that effective marketing, open lines of communication, and strategic pricing are key to increasing consumer acceptance of green packaging. 
Ewuzie et al. (2024) considered packaging an effective marketing tool for enhancing consumer preference for Coca-Cola products. The study was limited to consumer behaviour in the Enugu metropolis. Due to uncertainty regarding the scope of the study population, a sample size of 384 was determined using the Yamane formula for infinite populations. A questionnaire served as the primary instrument for data collection in the study. The data were analysed descriptively using SPSS, employing frequency tables, percentages, and mean scores. The hypotheses were tested using logistic regression analysis. According to the results, unique package shapes, various sizes, and clear labelling significantly improve consumer preferences for Coca-Cola products. The study advises companies to enhance their packaging design to improve consumer product preference.
Philip (2024) focused on assessing the additional cost Nigerian customers are willing to pay for eco-friendly items, an issue that lacks solid proof. To determine the depth of this desire, the study explored the factors that affect it and analysed its consequences for companies and sustainability, utilizing surveys and interviews as research methodologies. The poll found that many customers in Nigeria are willing to spend extra on environmentally friendly items due to their concerns for quality and health. These implications may benefit firms and governmental organizations attempting to drive sustainable consumption in Nigeria, as they support the idea that expanding access to and knowledge of green products can boost customer demand and confidence.
Mahmoud et al. (2022) looked at consumers' decisions on green packaging, environmental concerns, and price preferences for green items. Information from 218 individuals was collected in Ghana using a cross-sectional survey. Participants in this study were chosen via purposive sampling. A descriptive statistical analysis was conducted using SPSS software, and partial least square structural equation modelling (PLS-SEM) was used to evaluate the hypotheses. The research showed that consumers' decisions to purchase green items were greatly impacted by their environmental knowledge. Green packaging had minimal effect in convincing Ghanaian customers to buy. The study also revealed that consumers' buying choices were favourably and significantly influenced by their willingness to pay extra for environmentally friendly items.
Tanzares et al. (2024) examined how customer behaviour, attitudes, environmental awareness, and willingness to pay for sustainable packaging influence consumption choices in Indonesia. A quantitative study approach utilized online questionnaires. Questionnaires accessible online to those interested in Indonesian sustainable packaging produced 153 responses for this study. The data analysis technique employed in this work was Partial Least Squares-based Structural Equation Modelling (PLS-SEM). Smart-PLS software 4 was used to measure the outer model, inner model, and hypotheses. The study evaluated four hypotheses and discovered that purchase choices were directly impacted by attitudes, willingness to pay, environmental awareness, and consumer behaviour. More than environmental awareness, consumer behaviour and willingness to pay shape opinions on sustainable packaging.
Idiaye et al. (2020) sought to grasp customers' risk perception, health, and novelty perspectives on processed chicken meat in Oyo State, Nigeria, and their readiness to pay for it. The poll indicated that customers were generally more aware of the conventional characteristics of processed chicken meat than the newer ones. Moreover, 73% of those polled reported a low risk-taking threshold. Among those surveyed, 51% expressed satisfaction with the safety and quality of Nigerian chicken meat, while only 35% stated they had reduced their chicken intake for safety reasons. The study revealed that age, income, gender, household size, primary employment, supermarket shopping habits, and gender significantly influenced customers' readiness to pay more for specialised features and safety improvements in processed products. Value chain participants must employ marketing techniques tailored to specific customer demographic segments that are uniquely identifiable based on their socioeconomic backgrounds.
Suphaskuldamrong et al. (2021) examined how customers' risk perceptions, attitudes towards risk management, and willingness to pay more for their decisions influenced them. A self-administered questionnaire was completed by 784 organic product customers in Bangkok, Thailand. The collected data was analysed using Structural Equation Modelling (SEM). The study demonstrates for the first time that consumers' perceived risk level and efforts to mitigate that risk significantly impact their willingness to pay a premium for organic products. While effective risk management strategies can diminish consumers' willingness to pay for organic products, their perceptions and lifestyles help shape their risk evaluations.

METHODOLOGY
The quantitative research method was employed to determine how much consumers in Kwara State, Nigeria, would be willing to pay for Coca-Cola in eco-friendly packaging. The core focus is to understand the impact of eco-friendly packaging on consumer perceptions and purchasing behaviour- specifically, how awareness about sustainability affects a premium price point. Study participants included Coca-Cola customers located in Kwara State, Nigeria. To determine the necessary sample size, the researchers applied the Taro Yamane formula, which is one of the best-known techniques for ascertaining suitable samples when dealing with large or unknown populations. The sample size determination depends on the researcher’s chosen confidence level and margin of error to ensure reliable and valid results. Using the Taro Yamane formula, the study selected 384 respondents as the most appropriate number. Thus, 384 participants were chosen to ensure a comprehensive representation of the various Coca-Cola consumer segments in Kwara State included in the study. 
The respondents recruited were sampled using stratified random sampling techniques. By dividing respondents into age, gender, income, and education segmentations, the study accounted for variables that may substantially influence the consumers’ attitudes towards products and their willingness to buy premium goods. Using such stringent stratified random sampling, the research got a cross-section of Coca-Cola consumers in Kwara State that presented the overall population. The participants were interviewed based on a modified set of questionnaires to capture the critical variables supportive of the study's objective. To inform the respondents' consumer preferences and purchasing behaviour, the survey used closed-ended questions, further explored by Likert scale questions of attitudes towards green packaging. Using this method enabled researchers to generate quantifiable information supporting the analysis of consumer trends. SEM was the primary method for data analysis in this study due to its ability to critically analyse fine, multivariate relationships. The SmartPLS 4 software package was used throughout the SEM analysis. Examining the outcomes provided insight into the roles environmental attitudes and consumer behaviour play in decision-making regarding the purchase of eco-friendly packaging.
RESULT FINDINGS
This chapter presents the findings from the data collection phase. The goal is to summarise the respondents’ answers and provide a clear interpretation of the outcomes based on the research purpose and hypotheses. 
Fig 1
Structural Equation Model
[image: ]
Source: Smart Pls 4 Output (2025).
Table 1
Path Coefficient
	
	Original sample (O) 
	Sample mean (M) 
	Standard deviation (STDEV) 
	T statistics (|O/STDEV|) 
	P values 

	Environmental labelling -> Consumer willingness 
	0.483 
	0.301 
	0.369 
	1.308 
	0.191 

	Packaging reusability -> Consumer willingness 
	-0.488 
	-0.307 
	0.371 
	1.314 
	0.189 

	Product safety -> Consumer willingness 
	1.000 
	1.001 
	0.010 
	98.118 
	0.000 


Source: Smart Pls 4 Output (2025).
The impact of environmental labelling on consumer willingness was positive, although it was not significant enough to be statistically meaningful. Environmental labelling positively influences consumers' willingness, but these effects lack statistical significance (p > 0.05). The reusability of the packaging had a slightly negative influence, though it was also not statistically significant. While packaging reusability may appear to diminish consumer willingness, this aspect's impact is not supported by statistically significant findings (p > 0.05). In contrast, product safety had a strong, statistically significant positive effect on consumer willingness (p < 0.001). This indicates that product safety exerts a considerable and statistically significant influence on consumer willingness (p < 0.001), underscoring its importance.
Table 2

R-square
	
	Original sample (O) 
	Sample mean (M) 
	Standard deviation (STDEV) 
	T statistics (|O/STDEV|) 
	P values 

	Consumer willingness 
	0.990 
	0.990 
	0.005 
	216.037 
	0.000 


Source: Smart Pls 4 Output (2025).
The R-squared value indicates that the model explains 99.0% of the variance in consumer willingness (i.e., through environmental labelling, packaging reusability, and product safety). The R² is notably high and statistically significant (p < 0.001), suggesting the model demonstrates excellent explanatory power.
Table 3
F-Square (f²) Effect Sizes
	
	Original sample (O) 
	Sample mean (M) 
	Standard deviation (STDEV) 
	T statistics (|O/STDEV|) 
	P values 

	Environmental labelling -> Consumer willingness 
	0.118 
	0.115 
	0.292 
	0.405 
	0.685 

	Packaging reusability -> Consumer willingness 
	0.119 
	0.113 
	0.288 
	0.412 
	0.680 

	Product safety -> Consumer willingness 
	26.460 
	62.171 
	1075.794 
	0.025 
	0.980 


Source: Smart Pls 4 Output (2025).
The size of the impact of each independent or predictor variable on the dependent variable, Consumer Willingness, is shown by F-square (f²). It indicates to what extent each construct accounts for the variance of the dependent variable within the model framework. The effect of environmental labelling on consumer willingness is statistically insignificant. This confirms the initial evaluation that environmental labelling does not make a meaningful difference in our model's explanation for consumer willingness. The construct of packaging reusability shows a minor effect, and its statistical contribution to explaining consumers’ willingness is not established. Similarly, packaging reusability does not practically contribute significantly to changes in consumer willingness. Although it has a raw f² value of 26.460, which seems excessively high, the significant standard deviation and the extremely high p-value (0.980) cast doubt on the validity of this value. However, the model’s role in path analysis raises questions about the reliability of the f² estimate, which may be an artefact of methodological problems and requires further refinement or checking of the model.
Table 4
Average Variance Extracted (AVE)
	
	Original sample (O) 
	Sample mean (M) 
	Standard deviation (STDEV) 
	T statistics (|O/STDEV|) 
	P values 

	Consumer willingness 
	0.559 
	0.564 
	0.015 
	38.152 
	0.000 

	Environmental labelling 
	0.599 
	0.602 
	0.015 
	38.829 
	0.000 

	Packaging reusability 
	0.597 
	0.600 
	0.016 
	37.567 
	0.000 

	Product Safety 
	0.564 
	0.569 
	0.014 
	39.298 
	0.000 


Source: Smart Pls 4 Output (2025).
The average variance extracted (AVE) ≥ 0.50 indicates acceptable convergent validity, meaning the construct accounts for over half of the variance of its indicators. All constructs exceed the 0.50 average variance extracted threshold, and all p-values are 0.000, indicating that this average variance extracted estimates are statistically significant and stable.


Table 5
Composite Reliability
	
	Original sample (O) 
	Sample mean (M) 
	Standard deviation (STDEV) 
	T statistics (|O/STDEV|) 
	P values 

	Consumer Willingness 
	0.718 
	0.710 
	0.045 
	15.830 
	0.000 

	Environmental Labelling 
	0.775 
	0.770 
	0.035 
	22.103 
	0.000 

	Packaging Reusability 
	0.763 
	0.753 
	0.046 
	16.417 
	0.000 

	Product Safety 
	0.714 
	0.707 
	0.045 
	15.950 
	0.000 


Source: Smart Pls 4 Output (2025).
All constructs demonstrate acceptable composite reliability, with values exceeding the 0.70 threshold, confirming that they are measured consistently and reliably.

Discussion of Findings
The study analysed environmental labelling, packaging reusability, and product safety to identify the elements that promote consumers' willingness to pay a premium in Kwara State, Nigeria. The researchers expected that environmental labels and packaging reusability would significantly influence customers' readiness to pay more for green alternatives. However, neither environmental labelling nor packaging reusability significantly motivated customers to pay extra for green packaging, as their p-values exceeded 0.05. A statistically insignificant negative impact related to packaging reusability was observed, while environmental labelling showed a lasting impact that did not achieve statistical significance. Nonetheless, survey data indicate that Nigerians are unlikely to pay more for green packaging unless customer receptivity is limited to reusable materials and environmentally labelled products.  To the extent that consumers are willing to spend, Agatha (2024) reports that their determination to do so affects the sales performance of green-packaged goods.  According to Agatha’s research, enhancing the public's receptiveness to environmentally friendly packaging relies on innovative marketing strategies that combine detailed information with tailored pricing.  Consumer demographics and market variables in Nigeria focus more on brand awareness and recognition rather than package labelling and product recyclability, accounting for differences in research findings.
 Evidence shows that product safety significantly contributed to customer acceptance of green packaging, as indicated by a high T-statistic and a p-value of 0.000. In institutions that value environmental products, safety typically influences such purchases. In Philip’s 2024 survey, product quality and health are top priorities for Nigerian consumers when buying eco-friendly products. The survey indicates that product safety remains the primary driver for consumers in Kwara State, as they appreciate the increased safety and health benefits derived from green packaging solutions. 
The model accounts for 99% of the variance in a consumer's willingness to pay, indicating a very successful outcome (R² = 0.990). From these results, environmental labelling, packaging reusability, and product safety emerge as significant drivers of consumer behaviour. However, since environmental labelling and packaging reusability contributed minimally, their effectiveness as predictors in the Nigerian context is questioned. The findings of this study broadly align with previous research, yet stark differences exist. For instance, Mahmoud et al. (2022) indicated that environmental awareness significantly influences consumers’ purchase behaviour, whereas the impact of green packaging has not been statistically significant. Additionally, Tanzares et al. (2024) highlighted that consumer behaviour and willingness to pay are crucial for examining sustainable packaging, but awareness about nature proved insignificant. This suggests that consumer interest in paying for green packaging is not solely influenced by environmental cues like labelling or reusability. Although Suphaskuldamrong et al. (2021) reported that consumer risk perceptions are fundamental to purchasing organic products, this study reveals that in Nigeria, consumers prioritise health and safety over environmental risks, underscoring product safety as a major concern.
Implications for Marketing and Policy
The research findings can provide insightful information for guiding both business practices and policy orientations. A major tactic for businesses is to focus on product safety in green packaging campaigns because it is the primary factor in boosting consumer spending. Marketing efforts could be enhanced by emphasising the health and safety benefits of green products rather than concentrating on environmental labels or the recyclability of the packaging, which has had minimal influence on consumer purchasing behaviours.
The study recommends that policymakers direct public awareness efforts to emphasise the health and safety aspects of sustainable packaging and products. Government programmes to encourage green packaging could be beneficial by rewarding businesses that enhance their product safety standards alongside sustainable features.
Implications for Theoretical Findings
This study significantly contributes to the Theory of Planned Behaviour (TPB) by explaining how environmental and individual product attributes influence consumers’ tendency to buy Coca-Cola with green packaging. This theory posits that behavioural decisions are driven by attitudes, beliefs, expectations from others, and self-belief in the ability to perform the behaviour. According to the study, attitudes, including the consumer’s concern for the product's safety, had the greatest influence, indicating that safety is a primary motivation for selecting environmentally friendly packaging. The finding that environmental labelling and packaging reusability were not strong predictors suggests the subtle roles consumers play in understanding green attributes within the framework of the TPB model.
While subjective norms and perceived behavioural control were not precisely measured in the research, their significance emerged from the results. Stimulation by social pressures and increased environmental consciousness may subtly influence consumer behaviour, suggesting other avenues for enquiry. The weak link between repurposing packaging and the willingness to pay a higher price indicates possible barriers for consumers, such as difficulties in accessing recycling centres and uncertainty about the ease of reuse. These findings extend the Theory of Planned Behaviour (TPB) by demonstrating that product and environmental factors are important for analysing consumer behaviour. In practice, firms can utilise these findings to develop campaigns that emphasise safety attributes and address some of the challenges facing green options, thereby advancing green marketing and promoting the adoption of eco-friendly products by consumers.
Conclusion
For this investigation, an analysis was conducted on residents of Kwara State in Nigeria to determine their preference for paying extra for Coca-Cola in green packaging, while also examining the effects of labelling practises, packaging recycling practises, and product safety. It was found that consumer willingness to pay more is largely influenced by concerns regarding product safety. The results further indicate that the impact of environmental labelling and packaging reusability is limited when considering willingness to pay. The model for this investigation accurately reflected consumer willingness to pay, which accounted for 99% of the information associated with product safety. Product safety also emerged as a significant factor affecting consumer behaviour; however, the absence of aspects such as convenience, availability of recycling resources, and government support for environmental policies was identified as a gap for further research.
The results enhance TPB use by illustrating the significant influence of an individual’s safety attitudes and belief in the ability to reuse packaging on purchasing behaviour. This research provides valuable information for companies and government agencies aiming to promote sustainable consumption practices in Nigeria and similar countries.
Recommendations
Considering the results of our investigation, we recommend the following:
i. Brands should build their campaigns around the safe features of eco-friendly packaging. Since safety strongly correlates with consumer willingness to pay, brands are motivated to showcase safety standards alongside eco-packaging. 
ii. Apparently, consumers’ general interest in a product was not significantly affected when packaging was made reusable. To encourage greater adoption of reusable packaging, firms should develop easy-to-use return mechanisms and incentives for sustainable recycling behaviours.
iii. Although environmental labelling did not demonstrate a substantial direct effect in our study, it remains a powerful tool for guiding consumers’ choices. Brands must enhance their environmental labels, making them more prominent and understandable, to address environmentally conscious customers and provide clear guidelines.
Limitations and Suggestions for Further Studies
Despite its contributions, it is important to note the limitations present in this research. The study’s geographic constraint reduces its broader applicability due to cultural, economic, and environmental differences in other regions, thereby limiting its relevance to Kwara State, Nigeria. Second, only three major factors- environmental labelling, packaging reusability, and product safety- were analysed. In contrast, significant aspects such as environmental awareness, personal values, and socio-economic standing were not considered. Third, although the statistical sampling was appropriate, there may have been some overrepresentation and underrepresentation of specific subgroups in the sample. Since the data collection is cross-sectional, any causal conclusions are impossible, providing only a brief snapshot of consumer behaviour at one point.
Further research should enhance geospatial capacity by broadening focus across multiple countries or regions to address these inadequacies and facilitate comparisons of consumer preferences for eco-friendly packaging in different cultures. Identifying parameters such as eco-consciousness, environmental literacy, and lifestyle values could add depth and breadth to the behavioural model. For track changes in consumer attitudes, longitudinal studies are recommended, and experiments may examine the practical effects of environmental labels and packaging formats on actual consumers. Subjective norms, media exposure, and policy actions collectively define social norms and may serve for fruitful topics for future studies. Finally, integrating principles of behavioural economics may help illuminate the cognitive biases and mental shortcuts consumers use when making purchasing decisions related to sustainability.
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